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ABSTRACT

This study is to explore the customer relationship switching from the position of the recy-cling industry. In order to retain the

customer subjective experiences completely, the research method Subjective Sequential Incidents Techniques (SSIT) is applied to

analyze the customer ex-periences in its field. It collects the customer switching records in the recycling industry and of-fers the key

elements on the reasons that the customers changing their recycling companies; and the strategic decision that they find out the

substitutes. The research discoveries there are four processes of switching: first, the demanding of switching; second, looking for

substitutes; third, decision switching and forth maintain the rela-tionship which are included the relationship switching history and

the key elements of maintain-ing. Under the analyzing of customer subjective statements, two findings are concluded. First of all,

there is absolutely direct connection that the customers switching the objectives and the cus-tomer relationship maintenances.The

price concern is irrelative to the switching of recycling in-dustry.

Keywords : customer relationship switching ; customer relationship management, CRM ; customer satisfaction ; customer
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Table of Contents

中文摘要　．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．．．．．．．

iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．． v 內容目錄　．．．．．．．．．．．．．．．．．．．．

． vi 表目錄　　．．．．．．．．．．．．．．．．．．．．． viii 圖目錄　　．．．．．．．．．．．．．．．．．．

．．． ix 第一章　　緒論．．．．．．．．．．．．．．．．．．． 1 　　第一節　　研究動機與背景．．．．．．．．

．．．． 1 　　第二節　　研究目的．．．．．．．．．．．．．．． 2 第二章　　文獻探討．．．．．．．．．．．．

．．．．． 5 　　第一節　　關係行銷與關係品質．．．．．．．．．． 7 　　第二節　　顧客關係管理．．．．．．．

．．．．．． 15 　　第三節　　顧客經驗管理．．．．．．．．．．．．． 19 　　第四節　　顧客忠誠度與顧客轉換．

．．．．．．．． 28 　　第五節　　資源回收業相關文獻研究．．．．．．．． 35 第三章　　研究方法．．．．．．．

．．．．．．．．．． 38 　　第一節　　研究方法選擇．．．．．．．．．．．．． 38 　　第二節　　研究流程圖．．

．．．．．．．．．．．． 39 　　第三節　　研究對象及資料蒐集．．．．．．．．．． 40 　　第四節　　SSIT方法資

料分析?驟．．．．．．．．． 43 第四章　　研究分析與發現．．．．．．．．．．．．．． 48 　　第一節　　引發顧

客產生轉換階段、情節分析．．．． 54 　　第二節　　資源回收業顧客轉換經驗歷程．．．．．． 56 第五章　　結論與

建議．．．．．．．．．．．．．．．． 63 　　第一節　　本研究顧客轉換經驗歷程與文獻比較不同之 　　　　　　 處

．．．．．．．．．．．．．．．．．． 63 　　第二節　　顧客轉換經驗歷程管理意涵．．．．．．． 66 　　第三節　

　研究限制．．．．．．．．．．．．．．． 69 　　第四節　　後續研究者的建議．．．．．．．．．．． 70 參考文獻 

． ．．．．．．．．．．．．．．．．．．．． 73 附錄A　　個案SSIT表．．．．．．．．．．．．．．．．．88 附

錄B 資源回收業顧客轉換經驗歷程表．．．．．．．．． 108

REFERENCES

中文部分 行政院環保署(2005)，「94年台中市資源回收巡查、評鑑及宣導工作計畫」[線上資料]，來源:

http://epr.epa.gov.tw/query/KO1040000. aspx?DocNo=99978638#FileContent [2007,September 9]。 丁敦吟(2005)，以執行面探討顧客經驗

管理對顧客經驗價值影響之研究—顧客參與管理之干擾模式分析，私立南台科技大學未出版碩士論文。 方世榮(2001)，關係價值、關係

品質與忠誠度之探討─零銀行業的實證研究，國立中興大學未出版碩士論文。 John Egan作，方世榮譯(2005)，關係行銷，台北:五南書

局。 王凌胤(2003)，A銀行房貸市場關係行銷之研究，國立交通大學經營管理研究所未出版碩士論文。 行政院環境保護署網(2005)[線上

資料]，來源: http://www.epa.gov.tw/main/index.asp http://recycle.epa.gov.tw/[2007,September 28] 行政院環境保護署基管會資源回收網 [

線上資料]，來源: http:// recycle.epa.gov.tw[2007,September] 李文瑞，王庭一(2006)，關係行銷結合方式對關係品質與顧客忠誠度影響之

研究(上)─以台北一信房貸顧客為例，信用合作，台北:中華民國信用合作社聯合社，88，57-69。 何雍慶(2003)，從關係品質觀點建構行

銷功能委外之成功模式—以台灣保險業為例，中華管理評論，6 (4)，50- 62。 吳萬益，蔡明田，林文寶(2000)，影響關係品質與績效相關

因素之研究，台南成功大學，第二屆亞太管理學術研討會。 姚惠忠(2004)，公關基本教練，台北:威肯公關顧問。 洪順慶(1999)，行銷管



理，台北:新陸。 施依芸，施伶蓁(2006, December 3)，滿意，先搞定員工，經濟日報，管理大師版。 侯明佑，(2002)，客服中心運用於顧

客關係管理、關係行銷及服務品質之實證研究-以B銀行企業金融部門為例，國立成功大學，高階管理碩士在職專班碩士論文。 翁景民，

莊亮淵(1995)，產品滿意度、品牌忠誠度與移轉成本關係之研究，台北銀行月刊，26(2)，18-28。 張伊嫻(2002)，服務品質、顧客滿意度

、信任、承諾與行為意圖間關係之研究－以銀行業為例，大同大學事業經營研究所未出版碩論文。 張景旭，張馨華(2006)，服務經濟轉

型下的「重要事件技術」爭議與對策:「主觀順序事件技術」之提出，大葉大學，第三屆關係管理學術研討會。 陳巧佩(2001)，企業導入

顧客關係管理決策之研究，政治大學企業管理研究所未出版碩士論文。 陳建州(2003)，顧客滿意、信任與承諾影響因素之探討－以銀行

個人理財部門為例，銘傳大學管理科學研究所未出版碩士論文。 陳澤義(2005)，服務管理，台北:華泰文化事業公司出版。 陳文華(2000)

，運用資料倉儲技術於顧客關係管理，能力雜誌，527，132-138。 曾光華(1995)，顧客資料庫與關係行銷，第二屆中小企業管理研討會

論文集(下)，台北:經濟部中小企業處，129-173。 卡彭(Lewis P.Carbone)著，許梅芳譯(2005)，顧客經驗管理，台北:台灣培生教育。 鄭敏

媛(2003)，金融業客服中心服務功能品質對顧客服務認知價值與行為意向之影響研究，國立東華大學國際企業研究所未出版碩士論文。 

柏恩�史密特(Bernd H. Schmitt)著，顧淑馨譯(2004)，顧客經驗管理:天衣無縫的整合式顧客經營，台北:中國生產力中心。 藍德聖(2001)

，客服中心－作業協調和顧客管理，國立臺灣大學商學研究所未出版碩士論文。 羅家德(2006)，華人的人脈—個人中心信任網絡,台灣企

業關係管理學會，關係管理研究，3，1-24。 二、英文部分 Anderson, E. W., & Fornell, C. (1994). A Custom Satisfaction Process Reserch

Prospecuts, in Service Quality. New Directions in Theory and Practice, Roland T. Rust and Richard L. Oliver, eds. London:Sage, 24-26.

Anderson, J. C., & Narus, J. A. (1990, January 54). A Model of Distributor Firm and Manufacturer Firm Working Partnerships, Journal of

Marketing, 42-58 Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of customer satisfaction for firms, Marketing

Science, 125-43. Armstrong, G., & Kolter, P. (2000). Marketing: An Introduction, 5th ed., New Jersey: Prentice Hall. Bansal, H. S., & Taylor, S. F.

(1999). The service provider switching model (SPSM):a model of consumer switching behaviour in the sercice industry, Journal of Service Research,

2(2), 200-18. Barnes, J. G. (1994). Close to the customer:but is it really a relationship?, Journal of Marketing Management, 10, 561-70. Berry, L. L.

(1980).Services Marketing Is Different, Business, 30(May), 24-29. Berry, L. L. (1983). Relationship Marketing, in Berry,L. L., G. L. Shostack, & G.

D. Upah (Eds.), Emerging Perspectives of Services Marketing,Chicago, IL:American Marketing Association, 25-28. Berry, L. L., & A. Parasuraman

(1991), Marketing Services-Competing Through Quality, New York: The Free Press. Bitner, M. J. (1990), Evaluationg service encounters: the

effects of physical surroundings and employee responses, Journal of Marketing,54, 69-82. Bitner, M. J., Booms, B. M., & Tetreault, M. S. (1990).

The Service Encounter. Diagnosing Favorable and Unfavoable Incidents, Jounal of Marketing. 54, 78-84 Blois, K. J. (1997). When is a relationship

a relationship?, in Gemunden, H.G., Rittert, T., & Walter, A. (eds) Relationships and Networks in International Markets. Oxford: Elsevier, 53-64.

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. (1993). A dynamic process model of service quality, Journal of Marketing Research, 7-27.

Cardozo, R. M. (1965). An experimental study of consumer effort, expectation and satisfaction, Journal of Marketing Research, 2(3), 244-249.

Carnevale, D. G., & B. Wechsler. (1992). Trust in the public sector-individual and organizational determinants, Sdministration and Society, 23,

471-494. Chatura, R., Jaideep P., (2003). The influence of satisfaction, trust and switching barriers on customer retention in a continuous

purchasing setting, International journal of service industry, 14, (Issue. 3/4), 374. Colgate, M. & Lang, B. (2001). Switching Barriers in Consumer

Markets. An Investigation of the Financial Services Industry, Journal of Consumer Marketing, 18(Issue. 4/5) 332-347. Cronin, J. J., & Taylor, S. A.

(1992). Measuring service Quality:A Reexamination and extension, Journal of Marketing,56, 55-68. Crosby, L. A., K. R. Evens, D. Cowles (1990).

Relationship Quality in Service Selling: An Interpersonal Influence Perspective, Journal of Marketing, 54, 68-81 Crosby, Lawrence A.,& Nancy

Stephen. (1987). Effects of Realtionship Marketing on Satisfaction, Retention, and Prices in the Life Insurance Industry, Journal of Marketing

Retention ,24, 404-411. Dawes, J., & Swailes, S. (1999). Developing buyer-seller relationships, Journal of Marketing, 51, 11-27. Dick, A., & Basu,

K. (1994). Customer loyalty: towards and integrated framework，Journal of the Academy of Marketing Science, 22, 99-113. Dwyer, F. R., &

Schurr, P. H., & Oh S. (1987). Developing Buyer-Selle Relationships, Journal of Marketing, 13,11-27. Edvardsson, Bo (1992). Service Breakdowns:

A Study of Critical Incidents in a Customer Relationship? Management Service Quality, 10(2),82-91. Eisenhardt, K. (1989). Building theories from

case study research. Journal of Management Review, 14(4), 532-550. Fredericks, J. O., & Salter, J. M. (1998).What does your customer really

want?, Quality Progress, 1, 63-8. Flanagan, John C. (1954). The Critical Incident Technique, Psychological Bulletin, 51(5), 327-358. Fletcher, J. O.

, Simpson J. A., Thomas, G. (2000). The measurement of perceived relationship quality components:A confirmatory factor analytic approach,

Personality and Social Psychology Bulletin, 26(3), 340-354. Fornell, C. (1992). A national customer satisfaction barometer: the Swedish experience,

Journal of Marketing, 56(1), 6-21 Fornell, C., Ittner, C. D. & Larcker, D. F. (1995). Understanding and using the American customer satisfaction

index (ACSI):assessing the financial impact of quality initiatives,paper presrnted at IMPRO 95, Juran Institute’s Conference on Managing for

Total Quality. Gambetta, D. (1988). Can we trust trust？In Gambetta(Ed), Trust:Making and Breaking Cooperative Relations. Oxford:Basil

Blackwell, 213-239 Gremler, Dwayne. D., & Brown, S. W. (1996). Srvice loyalty:its nature, importance, and implication, in Edwardson, B., Brown,

S. W. & Johnston, R. (Eds), Advancind Service Quality: A Global Perspective, International Service Quality Associaion, 170-80. Gremler. Dwayne.

D., & Bitner, M. J. (1992). Classifying Service Encounter Satisfaction across Industries, in AMA Winter Educators’ Conference Proceedings:

Marketing Theory and Applications, Chris T. Allen and Thomas. J. Madden, eds. Chicago: American Marketing Association, 111-18. Gremler.

Dwayne D.(2004).The Critical Incident Techmique in Service Research . Journal of Servuce Research :JSR; Aug 2004;7 , 1; ABI/INFORM

Global. 65-89. Gronroos. C. (1994b). From marketing mix to relationship marketing:towards a paradigm shift in marketing, Management

Decisions, 32(2), 4-20. Grove, Stephen J. & Raymond P. Fisk(1997). The Impact of Other Customers on Service Experiences: A Critical Incident

Examination of Getting Along, Journal of Retailing, 73, 63-85. Gummesson, E. (1999). Total Relationship Marketing; Rethinking Marketing



Management form 4Ps to 30Ps. Oxford: Butterworth Heinemann. Gwinner, K. P., Gremler, D. D. & Bitner, M. J. (1998). Relational benefits in

services industries: the customer’s perspective , Journal of the Academy of Marketing Science, 26 (2), 101-14 Hart, C. W. & Johnson, M. D.

(1999) Growing the trust relationship, Marketing Management, 8-19. Hart, S. Smith, A., Sparks, L. & Tzokas, N. (1999). Are loyalty schemes a

manifestation of relationship marketing?, Journal of Marketing Management, 15, 541-62. Hassan, M. (1996) Customer Loyalty in the Age of

Convergence. London: Deloitte and Touche Consulting Group (www.dttus.com). Jackson, B. B. (1985), Build Customer Relationships. That Last,

Harvard Bussiness Review November-December, 120-128 Johns, N. (1999). What is this thing called service?, European Journal of Marketing,

33(9/10), 958-73. Jones, T. O. & Sasser, E. W. (1995), Why Satisfied Customer Defect, Harvard Business Review, 88-99. Jones, M. A.,

Mothersbaugh, D. L. and Beatty, S. E. (2000). Swictching Barriers and Repurchase Intentions in Services, Journal of Retailing, 76(2), 259-274

Javalgi, R. & Moberg, C. (1997). Service loyalty: implications for service providers, Journal of Services Marketing, 11 (3), 165-79. Kahn, B. E.,

(1995). Consumer variety-seeking among goods and services, Journal of Retailing and Consumer Services, 2,139-148. Keaveney, Susan M. (1995).

Customer switching behavior in service industries : An exploratory Study, Journal of Marketing, 59(4),71-82. Kendrick, A. (1998). Promotional

products vs price promotion in fostering customer loyalty: a report of two controlled field experiments，Journal of Services Marketing , 12(4),

312-26. Kolter, p .(1992). Marketing’s new paradigm:what’s really happening out there, Planning Review, Sep/Oct,pp.50-52 Lagace, R. R. , R.

Dahlstrom & J. B. Gassenheimer(1991), The Relevance of Ethical Salesperson Behavior on Relationship Quality: The Pharmaceutical Industry,

Journal of Personal Selling and Sale Management, 11(4), 39-47. Lee, j., Lee, J. & Feick, L. (2001).The impact of switching costs on the customer

satisfaction loyalty link: moble phone service in France, Journal of Services Markering,15(1).35-48. Levitt, T. (1983). The Marketing Imagination,

Free Press, New York: The Free Press. Lewicki, R. J., McAllister , D. J. & Bies, R. J. (1998). Trust and distrust: new relationships and realities,

Academy of Management Review, 23(3), 438-58. Lund, M. (1985). The Development of Investment and Commitment Scales for Predicting

Continuity of Personal Relationships, Journal of Social and Personal Relationships, 2(2),3-23. Mohr, J. J. & P. Spekman, (1996).Several

characteristics contribute to successful alliances between channel members, Marketing Man-agement, 4(4), 35-43. Moorman, C., Deshpande, R., &

Zaltman, G. (1993).Factors affecting trust in market research relationships, Journal of Marketing, 57(1), 81-101. Moorman, C. Zaltman, G., &

Deshpande R. (1992). Relationships Between Providers and Users of Market Research: The Dynamics of Trust Within and Between

Organizations, Journal of Marketing Research, 29(8), 314-328. Morgan, R. M., & Hunt S. D. (1994) The Commitment-Trust Theory of

Relationship Marketing, Journal of Marketing, 58(7), 20-38. Neal, W. D. (1999). Satisfaction is nice, but value loyalty, Marketing Research,20-3.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions, Journal of Marketing Research, 252, 460-9.

Olsen, Morten J. S., & Bertil Thmasson (1992). Studis in Quality with the Aid of Criitical Incidents and Phenomenography, in QUISN 3: Quality

Services Conference, Eberhard E. Scheuing, Bo Edvardsson, David Lascelles, and Charles H. Lattle, eds. Jamaica.NY: Interantional Service

Quality Association,481-505. O’Malley, L. (1998). Canloyalty schemes really build loyalty? , Marketing Intelligenc-eamd Planning, 16,(1), 47-55.

Parasuraman, A., Zeithaml. V.A., & Berry, L. L. (1985). A conceptual model of service quality and its implications for future resrarch, Jouranl of

Marketing, 49, 41-50. Parasuraman, A., Zeithaml. V. A., & Berry, L. L. (1988). SERVQUAL:a multiple-item scale for measuring consumer

perceptions of service quality, Journal of Retailing, 64(1), 12-40. Peppers, D. & Rogers, M.(2000). Build a one-to-one learning relationship with

your customers, Interactive Marketing, 1(3), 243-50. Ping, R. A(1993),The Effects of Satisfaction and Structural Constraints on Retailer Exitiog,

Voice, Loyalty, Opportunism, and Neglect, Journal of Retailing, 69(3), 320-352. Porter, E. M. (1980). Competitive Strategy, Academic Press, New

Your, NY. Reichheld. F.F.& Sasser, W.(1990). Zero defections: quality comes to services, Harvard Business Review, 105-11. Rotter, J. (1967). A

new scale for the measurement of interpersonal trust , Journal of Personality, 35(4), 651-65. Rousseau, D. M. , Sitkin, S. B. , Burt, R. S. & Camerer,

C. (1998). Not so different agter all: a cross-discipline view of trust’, Academy of Management Review, 23(3), 393-404. Rust, R. T. & Zahorik, A.

J. (1993). Customer Satisfaction, Customer Retention, and Market Share. Journal of Retailing, 69, 193-215. Ruyter, K. D. , Moorman, L. &

Lemmink, J. (2001). Antecedents of commitment and trust in customer-supplier relationships in high technology markets. Industrial Marketing

Management, 30, 271-286. Sabel, C. F. (1993). Studies trust:Building new forms of cooperation in a volatile economy, Human Relations, 46,

1132-1170. Schmitt, B. H. (2003a). Customer care: Managing the experience, strengthening the business [Customer experie,nce management].

CMA Management Schmitt, Bernd H. (2003b). Customer Experience Management-A revolutionary approach to connecting with your customers,

Authorized translation from the English language edition published by John Wiley&Sons, Inc. Schneider, B., & Bowen, D.(1999), Understanding

customer delight and outrage, Sloan Management Review, 35-45. Schutz, Alfred (1967). The Phenomenology of the Social World. Evanston,II:

Northwestern University Press. Schutz, Alfred (1977). Concepts and Theory Formation in the Social Science, in Understanding and Social Inquiry,

ed, by F. R. Palmayr and T. A. McCarthy , Nortre Dame , In: Univerity of Notre Dame Press. Singh, jagdip & Deepak Sirdeshmukh (2000).

Agency and Trust Mechanisms in Consumer Satisfaction and Loyalty Judgments, Journal of Academy of Marketing Science, 67-150. Smith, J. B.,

& Barclay, D. W. (1997). The effects of organizational differences and trust on the effectiveness of selling partner relationships , Journal of

Marketing v v 5, 25-34. Smith, J. B. (1998) . Buyer-Seller relationships: similarity, relationship management, and quality, Psychology and

Marketing, 15(1) , 3-21. Streeter, B. , Bielski, L., & Valentine, L. (2005). Amid all the glitter, it still comes back to customer experience. ABA

Banking Journal, 97(1), 49-52. Swaminathan, V., & Reddy, S. K.(2000). Affinity partnering: conceptualization and issues’ in Sheth, J. N. &

Parvatiyar, A. (eds) Handbook of Relationship Marketing. Too, L. H. R., Souchon, A. L. & Thirkell, P. C. (2001).Relationship marketing and

customer loyalty in a retail setting: A dynamic ex-ploration, Jornal of Marketing Management, 17 (3/4), 287-319. Wilson, D. T. (2000). An

integrated model of buyer-seller relationships’ in Sheth, J.N.and Parvatiyar, A.(eds) Handbook of Relationship Marketing. Thousand Oaks CA:



Sage. 245-70. Zuckerman, H. S., & T. A. D'Aunno (1990). Hospital Alliances: Cooperative Strategy in a Competitive Environment, Health Care

Management Review, 15(2), 21-30. Zeithaml, V. A., & Bitner, M. J.(2003). Service Marketing: Integrating Customer Focus across the Firm,

Boston: McGraw-Hill/Irwin.


